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COMPANY DESCRIPTION

International Business Machines provides information technology services, software, systems, products, financing and technologies. Products and services include servers, personal computer systems, storage and other peripherals, original equipment manufacturers hardware, software, maintenance services, and financing. The personal systems segment produces several major brands, including the Aptiva home personal computers, IntelliStation workstations, IBM xSeries servers, NetVista and ThinkPad mobile systems. The server segment produces several major brands: zSeries servers, e-business infrastructure for data and transaction processing, the IBM pSeries servers, and the IBM iSeries servers. International Business Machines Corp. will jointly deliver mobile solutions that enable greater workforce mobility in order to forge a tighter bond between the worlds of IT and communications.

IBM Japan Ltd. has reached an agreement worth about 36 billion yen (US$330 million) to help manage data for a major Japanese life insurance company, a financial newspaper reported Sunday.  Nokia and IBM unveiled the first product in their year-old alliance—a new Communicator phone designed for mobile professionals such as sales and support staff.
PURPOSE


The official IBM purpose is “service.”  Following the rules in my book here is a suggested purpose statement:  IBM’s purpose is to lead the creation, development, and manufacture of the industry’s most advanced information technologies, including computer systems and software.  IBM translates advanced technologies into value fore their customers through professional solutions and services businesses worldwide.  IBM is for-profit global organization operating in more than 160 countries.
CURRENT SITUATION

For the six months ending 6/30/2004 revenue rose 9% to 45.4 billion and net income rose 15% to 3.9 billion.

HISTORY 

Herman Hollerith, son of a German immigrant and Census Bureau statistician, who’s Punch Card Tabulating Machine used an electric current to sense holes in punched cards and keep a running total of data. Capitalizing on his success, Hollerith formed the Tabulating Machine Company in 1896.Although IBM was incorporated in the state of New York on June 15, 1911, as the Computing‑Tabulating‑Recording Company (C‑T‑R), its origins can be traced back to developments at the close of the 19th century. In 1911, Charles F. Flint, a noted trust organizer, engineered the merger of Hollerith's Tabulating Machine Company with two others - Computing Scale Company of America and International Time Recording Company. The combined Computing–Tabulating–Recording Company (C‑T‑R) manufactured and sold machinery ranging from commercial scales and industrial time recorders to meat and cheese slicers, along with tabulators and punched cards. The growth and extension of C-T-R's activities made the old name of the company too limited, and, on February 14, 1924, C-T-R's name was formally changed to International Business Machines Corporation.

By then, the company's business had expanded both geographically and functionally, including the completion of three manufacturing facilities in Europe. Watson created a major division in 1932 to lead the engineering, research and development efforts for the entire IBM product line. The following year, IBM completed one of the finest modern research and development laboratories in the world at Endicott, New York. The war years also marked IBM's first steps toward computing. The Automatic Sequence Controlled Calculator, also called the Mark I, was completed in 1944 after six years of development with Harvard University. It was the first machine that could execute long computations automatically.

A new generation of IBM leadership oversaw this period of rapid technological change. After nearly four decades as IBM's chief executive, Thomas J. Watson, Sr., passed the title of president on to his son, Thomas J. Watson, Jr., in 1952. He became chief executive officer just six weeks before his father's death on June 19, 1956 at age 82. On April 7, 1964, IBM introduced the System/360, the first large "family" of computers to use interchangeable software and peripheral equipment. It was a bold departure from the monolithic, one-size-fits-all mainframe. Fortune magazine dubbed it "IBM's $5 billion gamble." During Cary's tenure, the computer industry expanded and wove its way into everyday life. The floppy disk, introduced in 1971, became the standard for storing personal computer data. When people shopped for groceries, IBM's supermarket checkout station, introduced in 1973, used glass prisms, lenses and a laser to read product prices. Also in 1973, bank customers began making withdrawals, transfers and other account inquiries via the IBM 3614 Consumer Transaction Facility, an early form of today's Automatic Teller Machines.  IBM   installs the entire IT solution no matter whose equipment was used.  IBM then became the  IT service provider, the overall consultant and integrator of the entire system for the customer.

The appointment of John R. Opel as CEO in 1981 coincided with the beginning of a new era in computing. Thanks to the birth of the IBM Personal Computer or PC, the IBM brand began to enter homes, small business and schools.  
By 1993 the company's annual net losses reached a record $8 billion. Cost management and streamlining became a chief concern. And IBM considered splitting its divisions into separate independent businesses. 

The decade begins with a Y2K-related drop-off in customer demand and the collapse of the dot-coms. If 2000 is seen as a watershed for e-business, 2001 is the year the world's established enterprises awake to its true possibilities—and information technology requirements. In addition, IBM debuts a new generation of servers—the eServer—for meeting entirely new, unprecedented demands on the underlying infrastructure supporting e-business. 
INDUSTRY TRENDS

Encompassing products ranging from MP3 players to mainframe computers, the computer hardware industry serves an equally wide range of customers—from consumers purchasing PC peripherals to multibillion-dollar global corporations installing entire networks. Accordingly, industry players include companies that focus exclusively on enterprise or personal computing, as well as companies that successfully cater to both markets. Market definition plays a key role in a sector marked by frequent acquisitions, rapid spending swings, and bitter price wars. 

FINANCIAL ANALYSIS 

In year 2004 the first six months revenue was 45.4 billion with net income for the period 3.9 billion. IBM should meet or exceed 2003 by year end.  For the fiscal year ended 12/31/03, revenues rose 10% to $89.13 billion. Net income from continuing operations rose 43% to $7.61 billion. Results reflect higher revenues from the Global Services segment, improved performance in Systems Group server and storage products and lower SG&A expenses.

MAJOR COMPETITORS

Electronic Data Systems Corporation (EDS)

Electronic Data Systems Corporation (EDS) is a professional services firm that offers its clients a portfolio of related services worldwide within the broad categories of traditional information technology (IT) outsourcing, business process outsourcing, solutions consulting, management consulting and product lifecycle management software and services. Services include the design, construction and/or management of computer networks, information systems, information processing facilities and business processes. The Company's end-to-end portfolio of services integrates its four lines of business: operations solutions, solutions consulting, product lifecycle management (PLM) solutions and A.T. Kearney.

Hewlett-Packard Company

Hewlett-Packard Company is a global technology company that operates six business segments: the Imaging and Printing Group (IPG), the Personal Systems Group (PSG), the Enterprise Systems Group (ESG), HP Services (HPS), HP Financial Services (HPFS) and Corporate Investments. IPG provides home and business imaging, printing and publishing devices and systems, digital imaging products, printer supplies and consulting services. PSG provides commercial personal computers (PCs), consumer PCs, workstations, a range of hand-held computing devices, digital entertainment systems, calculators and other related accessories, software and services. ESG offers servers, storage and software solutions. HPS provides a portfolio of information technology services. HPFS provides value-added financial lifecycle management services. Corporate Investments includes HP Laboratories and certain business incubation projects.

Microsoft Corporation

Microsoft Corporation develops, manufactures, licenses and supports a wide range of software products for various computing devices. The Company's software products include scalable operating systems for servers, personal computers (PCs) and intelligent devices; server applications for client/server environments; information worker productivity applications; business solutions applications, and software development tools. Microsoft provides consulting services and product support services, and it trains and certifies system integrators and developers. The Company sells the Xbox video game console, along with games and peripherals. Its online businesses include the MSN subscription and the MSN network of Internet products and services. The Company's seven product segments are: Client, Server and Tools, Information Worker, Microsoft Business Solutions, MSN, Mobile and Embedded Devices and Home and Entertainment.

Environmental Analysis

IBM leans in several directions.  Their primary direction is Electronic computers (SIC 3571).  Additional SIC codes were listed as 7372 (Software Publishing), and 7389 (Audio Taping Services).  The NAICS industry code is 334111, which matches the primary SIC code.   

The top five PC vendors — Hewlett-Packard Co. (HP), Dell Inc., International Business Machines Corp. (IBM), Fujitsu Siemens Computers (Holding) BV, and Toshiba Corp. — all experienced double-digit year-to-year unit growth in the fourth quarter of 2003, according to data from IDC. Below we discuss results for the top five vendors in the fourth quarter of 2003
Demand for personal computers (PCs) recovered in 2003, following a two-year slump. The downturn began in 2001, a year in which PC shipments fell 3.9%, according to IDC, an information technology market research firm. This was followed by marginal growth (a 1.5% increase) in PC shipments in 2002. Largely led by consumer and notebook demand, PC volume in 2003 posted the first double-digit gain since 2000, and Standard & Poor’s believes the industry could achieve double-digit unit growth again in 2004. 
Specifically, PC sales jumped 11% in 2003, and Standard & Poor’s projects unit growth of 9.5% to 11% for 2004. However, some important factors could lead to changes in this growth forecast. We have projected only a gradual increase in demand for PCs on the part of corporations, a customer base that has largely been absent from PC demand over the past few years. It’s possible that corporations, enjoying the benefits of an improving US economy, could begin to upgrade their PCs in a more meaningful way by the end of 2004
IBM’s primary customers are small and medium businesses.
Strengths and Weakness

IBM’s strengths come from the way they assist their Business Partners in helping clients become on-demand businesses.  They work with clients to assess what changes are needed in their business process to drive improved business results, focusing on what is strategic and differentiating for their business.  They create flexible technology infrastructures that are built for change and aligned to business processes that operate more horizontally, across partners, suppliers and teams within a business.  Their weakness is not focusing on larger businesses.

Assumptions

Economy will stay the same with slow growth.
Objectives and Goals

	
	
2003
	October
2004
	
2005
	
2006

	Total Revenue (billions)
	
	92,838
	
	

	Return on Assets
	
	8.1%
	
	

	Return on Equity
	
	28%
	
	

	Inventory Turnover
	
	16.4
	
	

	Profitability
	
	
	
	

	Gross Margin
	
	42.1%
	
	

	Net Profit Margin
	
	8.7%
	
	


Strategy

On-Demand Business.  On-demand business is an enterprise whose business processes-integrated end-to-end across the company and with key partners, suppliers and clients.  What on-demand means for client business is that it lets you deliver against two key strategic imperatives: Innovate the business to differentiate and capture new value, and make better use of resources to be more productive.  On-demand Business has a logo that says: its desirable, advanced and on top of its game.  

What does an On-Demand Company look like?  Its Responsive meaning: it can sense and respond in real time to the changing needs of customers.  Its Variable meaning: it employs variable cost structures to do business at high levels of productivity, cost control, capital efficiency and financial predictability.  Its focused meaning: it concentrates on its core competencies-areas where it has a differentiating advantage-and draws on the skills of strategic partners to mange the needs outside of these competencies.  Its resilient meaning: it can handle the ups and downs of the global market, and manage changes and threats with consistent availability, security and privacy

User Centered Design Process.  The goal of the IBM User-Centered Design process to ensure that the final product fulfills the users wishes and needs. To achieve this goal, the first step is to form the multidisciplinary UCD Project Team.  The project team includes representative of the fields of visual or industrial design.  The project team then solicits user input throughout a six-stage design process which includes Market definition, Task Analysis, Competitive Evaluation, Design and Walk through, and Benchmark Assessment.

Service to Customer.  No single company services a customer’s entire IT operation.
SOURCES
www.yahoo.com
www.ibm.com
“IBM—A case study of basic sales techniques,” Tulsa World, January 5, 3003

IBM
ASSIGNMENT:  Develop a strategic five-year plan for IBM.
OUTLINE

I. PURPOSE

I. What is your vision, your reason for being, your mission, why you are needed, customers served, needs met in community, scope of the endeavor:  nationwide, local, accountability, profit or nonprofit?

II. ENVIRONMENTAL ANALYSIS
II. What is the direction of your industry, your SIC Code?

II. Who are your primary competitors?

II. What are international, national, regional, and local statistics as they relate to your business?

II. Who are your primary customers?

III. STRENGTHS & WEAKNESSES (usually internal)

III. Human Resources/People

III. Facilities/Equipment

III. Patients/Resources Natural

III. Financial

III. Other

IV. ASSUMPTIONS
IV. You Have No Control Over

IV. Extend Environmental Analysis

IV. Usually External

V. OBJECTIVES AND GOALS
Specific, time frame, measurable in key result areas

KEY RESULT/OBJECTIVES/TARGETS

	AREA
	OBJECTIVES

	
	Last Year
	This Year
	Next Year
	Five Years

	1.  Sales/Total Revenue/Size


	
	
	
	

	
	
	
	
	

	2.  Market Share 

	
	
	
	

	
	
	
	
	

	3.  Return:  ROA, ROS, ROI

	
	
	
	

	
	
	
	
	

	4.  Quality/Customer Service

	
	
	
	

	
	
	
	
	

	5.  Human Resources/People

a.  Turnover Rate


b.  Total Work Force


c.  Training Hours/Employees


d.  Safety
	
	
	
	

	
	
	
	
	

	6.  Productivity

	
	
	
	

	
	
	
	
	

	7. Public Responsibility/Ethics




8. Other
	
	
	
	


Now for each objective, use this format to develop specific objectives, strategy, and action.

Key Result Area


Objective





Strategy to achieve objective:

1. 

2.  

3.  

What do I have to do to make it happen?

1.  

2. 

3.  

VI. STRATEGY (General Overall Strategies)

V. Thinking Stage

V. Where and How to Commit Resources

V. Timing

V. How to Achieve Objectives


V. Sales/Total Revenue


V. Market Share


V. Return:  ROA, ROS, ROI




V. Some Measure of Efficiency and/or Productivity


V. Quality/Customer Service




V. People/Training/Human Resources/Morale

V. Public Professional Responsibility

V. Other Key Result Strategies

VI. OPERATIONAL PLAN  

VI. Getting Work Accomplished/What Must Be Done in Short Term

VI. Develop Overall Budget and Support Budgets to Accomplish Overall Plan.
How much is needed during operational year to accomplish objectives?


VI. Overall Budget  
$_____________________

VI. Marketing Budget 
$_____________________

VI. Production Budget 
$_____________________

VI. HR Budget 
$_____________________

VI. Staff Support Budgets 
$_____________________


















VI. Capital Budget is Revised and Developed Yearly

VII. REWARD/PERFORMANCE APPRAISAL 
VII. What team and individual review/reward system/bonus/salary is needed?

VII. Review of performance/schedule overall and support review dates

VIII. ISSUES/PROBLEMS
VIII. Major

VIII. Minor


IX. ANALYSIS


IX. How do you measure cultures?

X. ALTERNATIVE SOLUTIONS
X. List of Alternatives

X. Pros/Cons of each—problems/opportunities associated with each.

XI. RECOMMENDED COURSE OF ACTION
XI. Alternative Selected and Why It Was Selected

XI. Expected Benefit of This Recommendation














XI. What Effect Will This Recommendation Have on Performance Income and Balance Sheet Statements?


SET UP A WAY TO MONITOR HOW YOU ARE DOING AND A WAY TO CREATE ACTION

An action plan for each objective area should be developed.  It helps goals come to life with appropriate action.

ACTION PLAN

OBJECTIVE:

STRATEGIES:

	Action Plan
	Person Responsible
	Start Date
	Date Completed

	
	
	
	


